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Industri ritel modern di Indonesia sekarang ini mulai berkembang 
dan perkembangan ini diperkirakan akan terus mengalami pertumbuhan 
yang signifikan. Penelitian ini bertujuan untuk menguji pengaruh 
Advertising Attitude terhadap Shopping Loyalty melalui Impulse Buying 
pada Carrefour Golden City Mall Mayjen Sungkono Surabaya. 
Desain penelitian menggunakan penelitian kausal terhadap 120 
responden dengan teknik pengambilan sampel adalah sampling non 
probabilitas (non probability sampling). Sedangkan, teknik analisis yang 
digunakan adalah Structural Equation Modelling (SEM) dengan program 
LISREL. Responden yang diambil berasal dari seluruh konsumen yang 
datang dan berbelanja ke Carrefour Golden City Mall Mayjen Sungkono 
Surabaya. 
Hasil penelitian menunjukkan bahwa: Advertising Attitude 
berpengaruh terhadap Impulse Buying dan Shopping Loyalty, Impulse 
Buying berpengaruh terhadap Shopping Loyalty, dan Advertising Attitude 
berpengaruh terhadap Shopping Loyalty melalui Impulse Buying  
 
 

















THE INFLUENCE OF ADVERTISING ATTITUDE TO SHOPPING 
LOYALTY THROUGH IMPULSE BUYING AT THE CARREFOUR 
GOLDEN CITY MALL MAYJEN SUNGKONO SURABAYA 
ABSTRACT 
 
Modern retail industry in Indonesia now is starting to grow and this 
growth is expected to continue to experience significant growth. This study 
aims to examine the effect of Advertising Attitude through Impulse Buying 
toward Shopping Loyalty at Carrefour Golden City Mall Mayjen Sungkono 
Surabaya.  
The study design uses a causal study of 120 respondents with a take 
sample technique is non-probability sampling (non-probability sampling). 
Meanwhile, the analysis technique used is structural equation modeling 
(SEM) with LISREL program. Respondents were drawn from all customers 
who come and shopping at Carrefour Golden City Mall Mayjen Sungkono 
Surabaya.  
The results showed that: Advertising Attitude have effect to Impulse 
Buying and Shopping Loyalty, Impulse Buying have effect to Shopping 
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